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What Readers Are Saying About




Effective Public Speaking:
How to Use Content Marketing with Stories to Show Your Value




“How I wish this book had existed when I started my journey from practitioner to consultant. Every page is overflowing with insights born of many years of experience presenting, virtually and in-person. More than that, Johanna makes a compelling case for why public speaking is a critical part of your content marketing toolbox.” —Seb Rose, author and speaker.




“Time is precious, which is one reason why I have not read a non-fiction book cover to cover in decades. Johanna’s book changed that. Her easy-going writing style hooked me from the start with her helpful and practical ideas, her humorous quips, and her real-life examples.” —Lonnie Weaver-Johnson, Speaker, Coach, and Certified Scrum Trainer®.




“If you are starting out in public speaking, this book is for you. From coming up with an idea, submitting a proposal, to crafting and practicing your talk, Johanna offers to-the-point, pragmatic guidance. Johanna has been through it all, and will help you overcome your fears and get you started as a speaker.” —Esther Derby, consultant and author.




“As a fiction writer, Effective Public Speaking opened my eyes to how many different ways I can use my own skills and experience in public speaking. Simply realizing I already have plenty of expertise that can be shared was a game-changer. The book offers easy-to-follow steps for figuring out what you want to speak about, how to prepare your talk, and how to handle your fears when stepping in front of a group for the first time. All of it presented in a non-intimidating way that really helps demystify the process.” —Kari Kilgore, Bestselling fiction author of over 50 books and over 100 short stories.




“Perfect timing. As I prepare to hit the speaking circuit again, Johanna’s book helped me refocus and avoid the same mistakes I made starting out. Work through this book, and you’ll end up on stage.” —Ryan Ripley,  Keynote speaker. Agility advocate. AI realist.




“Despite having seen and delivered hundreds of presentations, even I learned a lot from this book. Johanna has broken down the steps and concepts so public speaking is now approachable and, more importantly, useful to your audience and your business. Delivering a valuable presentation will always require putting in the work, but applying Johanna’s advice will help ensure it’s effort well-spent.” —VM (Vicky) Brasseur, strategist and author of Business Success with Open Source.




“This book offers a fresh perspective on adding value through public speaking. It encourages exploring new approaches to designing your presentations, providing practical ideas for engaging your audience while showcasing your content and expertise.” —Ricardo Gerardi, seasoned technologist, open-source advocate, and author.




“Effective Public Speaking is a very good blueprint for how to use public speaking for content marketing for your business. If speaking is a new idea for you, it meets you where you are and explains the whole process. If you are experienced, there are plenty of gems sprinkled throughout to make it worth your time.” —Sam Taggart, podcaster and speaker, sasworkshops.com




“Rothman demystifies every step of the speaking journey by laying a solid foundation and mindset shift to providing real-world examples, a refreshingly direct approach, and actionable strategies to help you craft your own blueprint for speaking success.” —Mark Leslie Lefebvre, Professional speaker, host of the Stark Reflections podcast, and author of over 30 novels and nonfiction books
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Preface


You may have had experiences similar to mine: You read someone’s writing, and a light bulb went off for you, whether that was fiction or nonfiction. Or, you read a consultant’s writing and you realized they offer the key for your specific problems.




You wanted to know more about what they offered—their content in the form of their expertise or experience.




If you’re like most of us, you searched for that person to read more of their writing, buy their books, or watch their videos.




If you’re lucky, that writer or consultant has a website, and maybe a blog. More writing is terrific content marketing. Yet, that’s only half the equation.




Have they recorded any podcasts about their work? Do they have any videos you can watch? Unfortunately, too often the answer to these questions is a resounding “No.”




While writing is essential for content marketing, speaking can reinforce the value these writers and consultants bring.




Too few consultants and writers have an active speaking presence. Especially fiction writers. Worse, many of the fiction writers I know prefer to hide behind their keyboards instead of building a relationship with their readers.




These consultants, nonfiction writers, and fiction writers are best-kept secrets. That’s a shame, because video and audio are two of the most effective ways to market books and consulting. Speaking shows the audience you are human. In addition, speaking helps your ideal audience learn to trust you because they can see your competence.




I’ve seen the same problem with subject matter experts inside organizations. They have terrific ideas that solve problems for and with others. Yet, they don’t seem to get the respect they deserve.




They, too, are best-kept secrets.




While I primarily wrote this book for my writing and consulting colleagues, much of the content here will also work for subject matter experts who want to stay employed. If you are one of those people, rethink any “market” or “buy” sentences to “increase your influence throughout the organization.”




Instead of remaining a best-kept secret, consider how you might add audio and video to your marketing mix. There is no “one size fits all” approach to speaking. Instead, as you read this book, consider who you want to influence and when. Which competence and expertise do you want to share?




Other people want to hear about your expertise, whether that is fiction, nonfiction, and/or consulting. Give your potential audiences a chance to hear and see you through your stories.




Let’s start.







Chapter 1. Are You a “Best-Kept” Secret?


Too many writers and consultants are best-kept secrets.




It doesn’t matter if they publish fiction, nonfiction, or show their consulting expertise through their writing. Writers and consultants earn their audiences through their intellectual property, that expertise.




These people cannot seem to find a large enough audience to make the difference they want to make in the world. Especially if they are independent.




Independent writers publish their books themselves. Independent consultants have a boutique consulting business, often of just one or two people.




Too often, these people write more—aside from their books or articles—to attract buyers. That’s good, but not sufficient.




Or, they spend money on advertising or other promotion, all to drive people to their books, website, or mailing list. The result? Not enough return for the money.




How can you find or earn your larger audience so they buy your books or your expertise?




Content marketing through speaking.




I can hear some of you gasp right now. “I can’t be a speaker! I’m an introvert. I’m afraid of public speaking. Besides, I’m not a natural speaker.”




If you are able to form words through sounds, you are a “natural” enough speaker. (If you literally cannot speak, that’s a different problem.)




And, if you are shy, introverted, or fear public speaking, you might need to take a little time and practice to be effective. But if you know how to create intellectual property via your books or consulting, you can learn how to speak effectively.




Besides that, you’re in good company.




For decades, famous fiction writers have used speaking to let people know about their writing. Some of those writers made significant money from their speeches, including Mark Twain, Charles Dickens, and Maya Angelou. You might know them as historically famous writers. However, they all made significant income from their speaking engagements.




And current fiction writers? Many successful fiction writers use various forms of speaking that were not available then, such as podcasts, formal speaking engagements, and recorded video. If you don’t believe me, think about any relatively well-known writers. Now, search for videos or podcasts that feature them. Chances are excellent that they have been podcast guests, record their own podcasts, or speak at conferences.




That speaking allows these writers to “earn” their larger audiences and attract those audiences to their expertise. That’s a form of content marketing.




Many nonfiction writers and consultants—regardless of whether they publish a book—plan to speak as their primary income. Sometimes, they don’t even care about book sales. Some people write a book as a business card. Instead of thinking about book sales first, they think of the book or other writing as marketing to inform potential clients about their other income streams: speaking, workshops, and consulting offerings.




Writers who speak—regardless of their genre—sell more books. That’s because the act of speaking helps people with expertise overcome the too-small audience problem and make more money—all with content marketing. All because content marketing offers value before anything else.




What is that value? Your expertise. The more often you share your expertise with ideal audiences, the more likely your audience will remember you when they need what you have to offer.




1.1. Your Expertise Is a Specialized Product


While your books or services are products, they are not commodity products. That’s good because commodity products face this problem: there is always downward price pressure because buyers cannot see the difference between the products.




But everyone who creates intellectual property offers specialized products and services. If you’re a fiction writer, no one else writes fiction the way you do. No one else writes your books. And successful nonfiction writers and consultants offer something useful and different from what “everyone else” offers.




Speaking helps more audiences see that your expertise is special—not a commodity. That’s because you’re the one speaking about your stories, or your nonfiction, or your consulting. Just by speaking, you differentiate your products from others.




If you take the risk of learning to speak, you can help your larger audience realize you do not offer commodity products. Instead, you offer something special, all because you are willing to share your expertise.




That something special means you don’t have to rely on promotion, such as ads, to get the word out about what you have to offer. Instead, you can use content marketing. Content marketing allows you to attract the right buyers to your work.





1.2. Attract Buyers with Content Marketing


There is a big difference between promotion and content marketing.




Promotion is about spreading the word about your products as widely as possible. That’s why advertising costs money. Advertising and other promotional approaches focus on reaching the largest possible audience, not your ideal audience. Worse, that means we need to spend money well in advance of knowing if our promotion will work.




Promotion can work for commodity products. And, I will be honest. Some fiction writers might need to add some promotion to increase their book sales. However, many fiction writers can write to their email lists more frequently instead of using promotion. See Tim Grahl’s Your First 1000 Copies: The Step-by-Step Guide to Marketing Your Book [GRA13] for more details.




In contrast, content marketing is different. That’s when you, the writer or consultant—the expert—consistently offer value to your ideal audience. The more often you offer value, the more people remember you.




Regardless of their specific expertise, writers and consultants offer some combination of information, entertainment, and problem-solving.




Fiction writers entertain. Sometimes, the worlds they create also offer information and potential insight into the problems these authors have seen or experienced in their lives. The more fiction writers integrate their information and insights into their entertainment, the more likely they attract more readers.




Nonfiction writers and consultants might offer information and problem-solving first. But people return to nonfiction writers and consultants who also entertain their readers and clients.




Content marketing brings all that information, entertainment, and problem-solving together, to offer consistent value to your audience.




In contrast, promotion often does not offer your specific information, entertainment, or problem-solving to your ideal audience, your potential buyers.




If I knew that promotion would work for my books or consulting, I might try it. But my books and consulting are not for everyone. Instead, they are for specific kinds of people with problems that fit the context I have expertise in. I want to build relationships with those people, my ideal readers and clients.




Content marketing helps me build those relationships. I consistently offer these people value, which increases their trust in me. When they have a need, they might decide to buy one of my products. Or, refer someone else to one of my products.




That’s how content marketing works: we build relationships with our ideal potential customers by offering frequent value. That frequency builds trust. While our potential buyers might not always agree with us, or prefer the genres we write, they trust that we mean well.




If you don’t believe me, think about the most recent time you read a book. Since I’m writing this book for both consultants and book writers, I suspect you read at least a book a month.




Did you look for an ad first, before you chose that book? I doubt it. If you had seen a recent ad, you might remember it when you realized you wanted to read a good book.




But it’s much more likely that you:





	
Searched for products (books) that solve your specific problem. Sometimes, readers limit their searches based on their preferred genres or the specific questions they have.



	
Then, you probably looked for product reviews. Reviews are a form of referral because other people—your customers or clients—write them. That’s also a form of content marketing that you do not need to generate.



	
You might have asked friends or colleagues for recommendations. This is another type of referral.



	
Depending on how you searched and the results, you might have seen videos about the book’s content or that consultant’s offerings. Those videos are one form of public speaking.








How do some people know enough about your intellectual property to refer others to you? Maybe they read something you wrote—that’s a form of value for the reader. But if you also speak, your content reinforced that impression to a potentially larger audience.




That’s how content marketing works. As long as you, the writer or consultant, offer value in several forms, such as writing and speaking, your ideal readers or buyers can find you. Even better, the more frequently you offer value, and the more forms of that value, the more likely you are to build a relationship before you ask for the sale.




Writing does work for content marketing. Blogs, short stories, articles—they all work for fiction and nonfiction writers and for consultants.




However, if you only write for content marketing, it’s too easy for your ideal buyers to miss what you have to say. That’s why adding speaking as content marketing works so well for all writers and consultants.





1.3. Add Speaking to Your Content Marketing Mix


Speaking creates a real-time relationship with your audience. Yes, even if it’s a pre-recorded podcast. That’s because the audience gets to hear you connect with the host, another human.




If you participate on a panel, the audience has a chance to see how you relate to several other people. That’s part of building a trusting relationship with people who need what you have to say. When you deliver a longer, solo presentation, the audience has a chance to connect directly with you.




Audiences love that. They want to see the human side of you, the author or consultant.




Even better, the audience will convince themselves of your value. You are no longer a commodity because you are a “generic” writer or consultant. Instead, they see you as an expert with relevant experience.




That’s how speaking as content marketing reinforces your value.




Effective public speaking helps you build relationships with people who want what you have to offer—your intellectual property.




Even better, you are the best representative of the value you offer in your books or consulting. That’s because you care the most about your books or consulting. No one else cares as much as you do.





1.4. You Care the Most About the Value You Offer


While you might think you can outsource your marketing and promotion to other people, no one cares about your books or services as much as you do.




You owe it to your products to speak enough, to advocate for the value your products bring to your ideal buyers.




Remember, most people do not write any books. And many of the fiction writers I know have written at least a dozen books.




Many nonfiction writers write a lot, even if they “only” write one book. Please note that “only” one book is still very impressive to the people who write zero books. However, nonfiction writers and the consultants I know have extensive expertise and experience in their fields.




If you create intellectual property, no one else can represent your value the way you can.




While I love writing as content marketing, effective public speaking is a golden opportunity to differentiate yourself from all the other writers and consultants. Especially if you appear to be a commodity. The more you speak, the more you can clarify the value you offer.




What if you are shy or an introvert? While many people use these terms interchangeably, they are not the same. Introverts gain energy from within. In contrast, extroverts gain energy from being with other people.




Shyness is orthogonal to introversion or extroversion. Shy people tend to be more reserved and tend to be more reluctant to share their thoughts in public.




Shy introverts might not go to large events. If they do attend, they’re unlikely to share their thoughts. In contrast, shy extroverts might like being with other people—but be just as reluctant to share their ideas.




However, if you are shy or you do gain energy from your thoughts, you can explain that to your audience. The people who feel the same way will feel a kinship with you. Once you start speaking effectively, your shyness or introversion won’t matter to anyone—including you.




Even better, the more effective your presentation is, the more likely your audience members will connect with you. The shy people might wait to contact you until they think they can get a private moment with you. Some of those outgoing people might try to convince you—right after your presentation—that you are not shy or introverted.




In that case, smile and thank them. And recognize that you have made a connection with a person who might refer others to your value.




Besides, if you follow the ideas in this book, you will be ready for your presentation. All because of your expertise.





1.5. Writers Make Ideal Public Speakers


All writers and consultants are ideal public speakers because they have expertise they can share. That expertise is exactly what audiences want to hear. And when you convey that expertise through stories and logic, your audience will nod along with you. They are likely to buy your products—your books or your consulting.




Even better, while much of this book focuses on presentations, all writers and consultants can use podcasts to help build relationships with their ideal buyers. Those buyers will then discover and buy those products.




Anyone can be an effective public speaker. If you have products that solve problems for your ideal readers or clients, you, too, can be an effective public speaker.




You don’t have to be a “best-kept secret” to the people who need your value. Instead, start your effective public speaking journey.





1.6. Now Try This to Sell Yourself on Speaking


Find a place to write down the answers to these questions and the questions at the end of every chapter.




When I discuss speaking as content marketing, some writers and consultants look appalled or afraid—or some combination of both. Instead of that, I’m going to ask you to imagine a future about what effective public speaking might do for you. This is an example of why you should care—and I’ll discuss that later in this book.





	
Review the number of people on your email list. If you do not yet have an email list, add that to your list of things to do immediately after you finish this chapter. How many more people do you have on that list since this time last year? If you are not growing your email list, your audience is not growing either. Your email list is the first way you can grow your audience with content marketing. Yes, that’s writing as content marketing, but for years, I let my email list know when and where I was speaking. That allowed those people to take a small chance and see me, which reinforced our relationship.



	
Review your book or consulting sales—your revenue. How much has your revenue grown over the past few years? While revenue varies from year to year, if your revenue is not growing, your audience is probably not growing either. Your ideal audience does not know about you. Speaking will allow you to find new people who are likely to buy your intellectual property in the form of books or consulting.



	
Think of three things that would change if you could grow your business by just ten percent each year for three years—without increasing your expenses. Remember, promotion techniques add to your expenses. Content marketing does not. While you might want to reinvest some of that revenue into your business, how would increased revenue allow you to change what you do in the future? People often discuss planning for the future, whether that is a vacation, college education for children, or retirement planning. Write down those three things. You can achieve those three things if you are willing to speak as part of your content marketing.








Public speaking can help you move from being a best-kept secret to someone people seek out. How do you know what to speak about? It all starts with your expertise.








Chapter 2. Identify Your Speaking Expertise


Why do people watch videos, listen to podcasts, or attend presentations? The audience is curious and wants information.




They think this speaker will offer that information. If the speaker can offer that information along with entertainment and problem-solving, the audience will continue to listen or watch the speaker. At the end, the audience members leave with a positive view of that speaker—and that speaker’s content.




Audiences are smart. No single speaker can be everything to every audience. That’s why you can focus on your expertise to create useful content marketing.




Let’s consider all your expertise through the lens of information, entertainment, and problem-solving.




2.1. Recognize All of Your Expertise


Let’s start with general expertise.




Since books are products, all writers and consultants have some business-focused expertise. I’m not suggesting all writers or consultants speak about how they write or run their businesses—but they could. That’s especially true if you have created a niche for yourself, either in your business or how you run it. Business-focused expertise might be one of your forms of information and problem-solving.




Both fiction and nonfiction writers have expertise in writing. That’s especially true for people who’ve written more than one book. Most people have never written anything longer than an email, never mind a book. You might want to offer writing expertise, as a form of information and possibly problem-solving. And, if you’re like me, where every book seems to require its own process, you might be able to add a little entertainment value to a presentation.




While you might want to speak about your general expertise, many speakers prefer to narrow their topics to their specific expertise. That’s called “subject matter expertise.”




Fiction writers have a wide variety of subject matter expertise. Because they wrote their books, they know how they created their characters, settings, and worlds. For example, if you write murder mysteries, you might know about quick-acting poisons. Fantasy writers often design extensive magic systems. Historical fiction writers often possess a deep understanding of the specifics of a particular time period and location.




Everything that’s specific to your books is part of your subject matter expertise. That’s a form of information and entertainment. And maybe a little problem-solving for people like me who slept through much of high school history.




Nonfiction writers and consultants also have subject matter expertise. That’s because they have expertise specifically focused on solving real-world problems for their ideal readers and clients. That’s information and problem-solving. Audiences also enjoy the expertise more when you can add a little entertainment to a presentation. Consider images or quotes that reflect your content, not just your presentation style.




All of your intellectual property—your books, any other topics, and how you package that information—all comprise your subject matter expertise.




In addition, some writers and consultants explain their expertise in ways that attract readers and clients.




Don’t believe me? Try this little experiment. Think of three specific people:





	
A genre fiction writer whose books you read as soon as you can get the book. If you don’t read a lot of fiction, consider graphic novels, movies, or television series—any medium where someone tells stories that you enjoy.



	
A nonfiction writer whose books you read as soon as you realize they have a book precisely about your current problem.



	
A consultant whom you’ve seen speak, live or on video. Or, you’ve read one or more of their books.








What do those people have in common? Each of these people has a unique author or expertise voice. I’m not talking about the timbre or pitch of their literal voice. Instead, I mean how they frame their ideas, both in writing and in speaking. Often, that includes telling stories to explain those ideas.




That author voice builds the relationship between the reader and the writer or the consultant.




That’s why all writers—fiction and nonfiction—can use public speaking to market their books. As long as the writer and consultants stay authentic to how they frame their ideas—their author voice—that voice will help them speak, too.




Consultants and nonfiction writers help their audiences solve problems. Fiction writers help their readers solve the reader problem of “Where’s the next book?”




Now, let’s address the concern of many consultants and nonfiction writers: that of giving away their intellectual property. Too often, that fear prevents them from offering enough value to their ideal audience.





2.2. How Much Should the Speaker Explain?


Some speakers give presentations and

















































2.3. Offer Value to the Audience















































2.4. Your Expectations Might Create Your Fear







	
Informal conversation at social events. You’re not trying to influence people, but you do want to appear sociable.



	
A formal presentation to a group of up to 100 people.



	
A conference presentation to a room of anywhere from 30 to 1000 people or more.













































































2.5. Effective Speaking Requires Feedback and Practice







































































2.6. Effective Speakers Avoid Selling
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Figure 2.1. How All Content Marketing Deepens Trust



























2.7. Choose Your Speaking Frequency











	
How much do you want to practice influencing others via your expertise? If you want more practice, speak more often.



	
Assess your book or consulting revenue. If you want more revenue, speak more often.



	
How much do you enjoy speaking? If you enjoy speaking, consider speaking more often.















Recognize if Impostor Syndrome Creates Your Fear



























































2.8. Speaking as Content Marketing Works























2.9. Now Try This to Recognize Your Speaking Expertise











	
When you see people socially or in professional arenas, what do they ask you about now? Is that something about your writing or consulting? Is it general or specific subject matter expertise? All of those questions are possible speaking topics. If you write both fiction and nonfiction, remember that part of your expertise is how you perceive them as similar or different. If you write books and have a consulting practice, part of your expertise is how book writing is different from consulting. Write down at least three speaking topics.



	
Now that you have some topics, consider your possible audiences. What problems do they have? What information do they need? How would you like to add a little entertainment value to your ideas? See if you can generate at least three ideal audiences. If you write fiction in two genres, you have at least two different potential audiences. Nonfiction writers often have expertise for both managers and team members. Consultants might want to speak to different industries or various organizational levels. Instead of calling everyone your “readers,” specify which readers are in your ideal audience. Write down at least two audiences for each speaking topic.



	
Now, you should have at least three topics, each of which has at least two audiences. Now that you’ve considered more alternatives, do you have some tangential areas of expertise that might make good topics? Are there more audiences you would like to speak with? Write down an additional three or four ideas that you can speak about from your expertise.
























Chapter 3. Speak to Advance Your Career


































3.1. Speaking Clarifies the Value and Quality of Your Ideas































3.2. Forget Most of What Your Teachers Taught You



















































































3.3. Remember What You Like About Public Speaking



























3.4. Help the Audience Think



















3.5. Iterate to Learn About the Quality of Your Ideas























































3.6. Become a Thought Leader







































3.7. Network with Other Speakers











































	
If I had not submitted a proposal, no one would have accepted my presentation.



	
My presentations were good enough that people valued what I had to say and how I framed my logic.



	
All of my speaking led to other content marketing opportunities.





















3.8. Build Your Personal Network



































































3.9. Now Try This to Assess How Public Speaking Has Already Helped Your Career











	
Consider the last six months to a year. During that time, think about three times you helped someone think through a problem. Consider informal conversations, meetings, and any formal presentations. Write down those three examples to prove to yourself that you have great ideas and that other people benefit from them. This proves to yourself that you already know a little about effective speaking.



	
For each of those events, what seemed to be most effective in that conversation or presentation? If you received feedback from people, what did they remember about your material? You might have used examples. Or you reframed how they used to think about the problem. Maybe you supported other people’s ideas. Write down what seemed most effective. Now, you’ve proved you can be effective as a speaker.



	
Now, generate at least three ideas, based on your expertise, that you would like to speak about. Do you have a workshop, a book, or other service you want to market? What about that expertise do you want to use to focus your presentation(s)? If you are a fiction or memoir writer, decide how much about your experiences or expertise that you would like to share. You can choose to share your journey without sharing material that’s too sensitive for you to discuss in public.
















Chapter 4. Learn the Three Secrets to Effective Public Speaking







	
The audience needs a reason to care about your topic. Often, that’s because the audience has a problem and your topic will help them solve that problem.



	
Use relevant stories to make your topic concrete. In turn, those stories will entertain your audience.



	
Your enthusiasm for your topic will reflect your authenticity and inspire the audience to act.
















4.1. Empathize With Your Audience































4.2. Speaking Secret 1: Explain Why Your Audience Should Care







































4.3. Speaking Secret 2: Tell Linked or Nested Stories











	
The beginning of the story was about a person (or a duck or a dog) with a problem.



	
Things happened in the middle. Some good things, and some bad.



	
At the end, the story wrapped up with a satisfying ending.



























































Stories Connect the Speaker and the Listener























4.4. Speaking Secret 3: Inspire Your Audience with Your Enthusiasm































































4.5. Write a Presentation Description














4.5.1. Start With This Template for a Short Description











	
First sentence: What’s the problem?



	
Second sentence: Why is this problem a problem?



	
Third sentence: Startling sentence. This is how you’re solving the problem the audience has, and is often something the audience has not yet considered.



	
Fourth sentence: Implication of the startling sentence.





















4.5.2. Include Learning Outcomes















	
How to create a board that shows how much work is stuck, and where it is stuck.



	
How to say Yes or No in ways that your management will appreciate, even if they don’t like it.



	
How to use Cost of Delay and the flow metrics to explain why multitasking costs so much.

















4.5.3. Test Your Empathy























4.5.4. Remember to Include Your Bio







	
Line 1: Introduce you, as a speaker, to the audience. Use verbs. Use that first sentence to invite your ideal audience to attend your session.



	
Line 2: Summarize your specific subject matter expertise.



	
Line 3: Consider adding a line that explains the benefits, why your audience should attend this session.



	
Line 4: If you have extensive experience, add this line as a “wow” factor.



	
Line 5: At a minimum, direct people to your site.














































4.6. Now Try This to Use the Three Secrets







	
The overall book, the problems this book solves for the ideal audience.



	
A talk for each chapter, or several chapters.

















	
What made you write this book? (If the book is in a series, why this series?)



	
How did you decide on the setting or the characters?



	
What was easy and what was difficult about writing this book?













	
What problems do you want to address in this presentation? How much of the book, product, or service do you want to use? Why does your audience care about what you have to offer? Use those problems to empathize with your audience.



	
Think of three stories that illustrate the audience’s problems. Will you tell a standalone story? Or a story you’ll add to as you speak, a linked or nested story? Or use three different stories that illustrate three alternatives?



	
Choose how you will maintain your enthusiasm as you speak. For example, you might tell more stories. Or ask the audience to participate in some way. Or, stand and walk around the room, inviting people to talk while you present. The more you consider your alternatives to maintain your enthusiasm, the more likely you are to consider how you want to design your presentation.
















Chapter 5. Design Your Presentation Flow



















	
Write down a brief relevant story to start your talk.



	
Use that story to empathize with your ideal audience and the problems they have.



	
Offer a vision of the future.



	
Choose up to three options you want to share to help your audience solve those problems.



	
Decide how you will recap your message at the end.












5.1. Start with a Relevant Story



















Unless You Are a Comic, Skip the Jokes























	
Start with a relevant problem and how that problem affects your ideal audience.



	
Offer a vision of a different future.



	
Clarify several options or steps to achieve that future.



	
End with a brief recap of how these options solve the original problem.

























5.2. Identify Your Ideal Audience







































5.3. Start With Your Audience’s Problems

























How I Anonymize People































































5.4. Offer a Vision of the Future







	
How to create a visualization of all your work so your manager sees what you feel.



	
How the flow metrics work, so your manager can see why multitasking causes delays.



	
Several ways to have that difficult conversation with your manager.



	
The value of a paper board to show all the work.



	
Principles of any project portfolio management, the ability to say No.



















Some Presentations Need That Future Vision First























5.5. Clarify Options to Achieve That Future














[image: Johanna’s Detailed Board]
Figure 5.1. Johanna’s Detailed Board






[image: Johanna’s Paper Board]
Figure 5.2. Johanna’s Paper Board























5.6. Recap Your Message















	
Remind people of the problem. In this example, the problem is multitasking and how that makes them feel.



	
Highlight the solution or options: In this example, visualize your work, explain the costs, and remember to respect the pressure your manager feels.



	
Repeat the vision of the future, now that they understand the possible solution. In this case, I say, “It doesn’t matter how many projects you start. What matters is how many projects you finish. And when.”

















5.7. Design an Experience Report























	
The problem is the organization’s problem, the trigger that led people to want some form of change.



	
Instead of identifying the ideal audience, consider the people at this conference who are most likely to attend your presentation. How can you make this problem or set of problems relevant to the likely conference attendees?



	
Include all the major initiatives you tried and the results of those tries. Every time I wrote an experience report, I had to report that the first couple of things failed—often spectacularly. Share those failures with your audience and then why the people chose the next experiment on the list. Remember to include how you felt during each of these tries and fails. That’s the nested story element.



	
Instead of a vision of the future, report on the organization’s current state and the lessons learned.



	
If possible, recap the major lessons learned.

























5.8. Go Meta to Design Your Presentation



































	
Fiction writers often challenge people to rethink what they “know” to be true in the world: the roles of men and women; the role of religion (or magic!) in life or at work; and what successful relationships could be.



	
Business or technical nonfiction writers challenge people to work in a different way.



	
Consultants often offer a different perspective from the “standard” recipes for success.





































5.9. Consider This Timing















	
Five minutes to start with a story and the vision of the future. (Sometimes, the opening story takes longer, but it includes that vision.)



	
Ten minutes each, for three major points I want to cover. Those are the options or steps, depending on the kind of talk. Consider demonstrations and/or audience interactions in any or all of these. See Chapter 7: Integrate Activities into Your Design for more details.



	
Five-minute recap.



	
The rest of the time for questions and answers.





























5.10. Now Try This to Design Your Presentation Flow







	
What are the problems you want to address in this presentation? (If you’re marketing a book, choose one aspect of the book.)



	
What is the vision of the future you want to offer?



	
Consider three stories that are relevant to your audience that either illustrate the problems or the vision of the future. You don’t have to write many words—write just enough that you know how you will explain this story.



	
Decide which options you will discuss to achieve that future.
















Chapter 6. Fit Your Content to the Type of Presentation














6.1. Know Your Time Constraints























Clarify the Introduction Timing























































































	
Eliminate my planned interaction



	
Used the idea of two or three small talks inside one keynote.



	
Before the conference, I could have explained about the interaction I designed and checked to see if I could have used that one instead of theirs.

















6.2. End Your Presentation on Time





















Never Apologize for Anything



















































6.3. Clarify the Presentation Type











	
Forty-five-minute keynotes or plenary sessions



	
Lightning talks that range from five to ten minutes



	
Seven-minute, 40-second Pecha Kucha



	
Panels, where several people contribute the content.



	
Public workshops, where the time block was anywhere from 90 to 120 minutes in duration
















6.3.1. Keynote or General Session Presentations



































	
Offer more than one perspective, such as when this option fits your ideal audience’s context and when it does not. Or, argue with yourself. “On one hand, this could happen. On the other hand, that could happen. And on the third hand …” I sometimes give the audience a chance to laugh, “this way-out-in-left-field thing could occur.”



	
Tell more stories that relate to your audience’s perspectives. You might need to do some research before you design or deliver your presentation. Don’t worry if you appear to offer “less” content. The stories will engage your audience.



	
Consider involving your audience in interactions. I’ll discuss this more in Chapter 7: Integrate Activities into Your Design.





























6.3.2. Meet Your Keynote Timebox















































6.3.3. Lightning Talks































6.3.4. Pecha Kucha Presentations



















	
Start with a problem.



	
Explore that problem.



	
Choose how you want to end.





















6.3.5. Panels







	
There are several panelists, each of whom has some expertise to answer the questions.



	
Someone, a moderator or facilitator, will queue the questions from the audience.



	
Most panels do not last more than an hour in duration. They might take less time.

















































6.3.6. Workshops
























6.4. Satisfy the Audience with Sufficient Content





“Give” Your Content Away























6.5. Give Yourself Enough Time to Prepare



























6.6. Now Try This to Fit Your Content to Your Presentation Type











	
If you want to market a book, product, or service, consider the venue. What makes sense for this conference or venue? You can offer a short overview of your expertise in a 30- 60-minute presentation. Or more in-depth information in a workshop. If you’re already an acknowledged expert, consider a panel.



	
If you’re new to speaking, consider a lightning talk or a panel. Because lightning talks are short by design, you can learn to design and deliver an in-depth, limited exploration of a specific topic.



	
If you want to give people a taste of how they might work with you, consider a workshop.



	
And if you want a free-ranging discussion with fellow experts, consider a panel.




















Chapter 7. Integrate Activities into Your Design



























	
In your description, explain that you expect audience participation.



	
Consider calling your session a “workshop,” so people realize they are supposed to work, not just listen.
















7.1. Define Various Activities







	
Solo activities, where people write down something by themselves.



	
Interactions, where people might discuss something with another person.



	
Team activities, where people collaborate to solve a problem.



	
Simulations, where people collaborate to emulate a real-world problem and explore solutions.











Make All Activities Relevant to the Audience



































7.2. Offer Participants Solo Work











































7.3. Ask People to Speak With Each Other














[image: Influence Activity Conversation]
Figure 7.1. Influence Activity Conversation






[image: Activity 2, Questions About Data]
Figure 7.2. Activity 2, Questions About Data















7.4. Collaborative Activities























	
How relevant is this activity to the outcomes of your session?



	
How easy is it for differently-abled people to participate?











Make All Activities Available to All Abilities























	
How to Say No



	
Show people the effects of multitasking
















7.4.1. How to Say No















	
We will practice some words that are relevant to multitasking for 90 seconds.



	
Please stand and wait for the first instruction.



	
At the end of the activity, we will debrief together.

















	
Please stand up or be ready to move. (I give them a few seconds to stand or get ready.) I then say, “When you see my hand go up, please stand still and stop talking. You can raise your hand, too, and help me out so everyone knows when to stop.”



	
Then I say, “Walk around the room and say, “Yes” to every person. Just the word, Yes.” Go. You have 30 seconds.“



	
I time them for 30 seconds. I then raise my hand and wait until the room quiets down.



	
Now I say, “Please walk around the room and say “No” to everyone you see. Just the word, “No.” Go. You have 30 seconds.” (If the people did not giggle before, they often start smiling and giggling now.)



	
I time that walk to 30 seconds. I then raise my hand and wait until the room quiets down.



	
Now I say, “Now, you choose what to say. You can still only choose Yes or No. But say something to each person.”



	
I time them to 30 seconds. I then raise my hand and wait until the room quiets down.



	
I say, “Thank you all very much. Please sit down. It’s time for our debrief.”





















7.4.2. Show People the Effects of Multitasking















	
Organize yourselves into pairs. One person will perform the task, the writer. The other person will time and observe, the timer. The timer may not help the writer.



	
Writer: Take a piece of paper.



	
Timer: Be ready to time the writer.



	
Below all of the instructions, the handout shows the English alphabet’s twenty-six letters across the page and the numbers one through twenty-six down the page. That shows the people what success looks like.


























































7.5. Create Your Own Activities







	
Choose one problem your expertise solves. If you’re marketing a book, choose a chapter. If you’re marketing a workshop, choose one problem your workshop solves. In the case of the romantic suspense writer, use an activity for the audience to feel what the book’s characters feel.



	
Given that problem, how do you want to highlight the implications of that problem? (See the section Section 4.5: Write a Presentation Description for more detail.)



	
Think of three ways you can create an interaction. What would you need for solo, pair, or triad work? Do you want to offer practice or a simulation of the work?












7.5.1. A 30-Minute Workshop Example















	
Three people means only the people who want feedback will get it.



	
Everyone realizes each bio reading and feedback will be short. The rest of the room won’t die of boredom.



	
Listening to other people’s successes and challenges helps the rest of the room realize what to do and not do.





















7.5.2. A 60-Minute Workshop Example







	
Introduction to personal kanban as a way to organize your days.



	
Define your purpose



	
Create a target list and the importance of networking.



	
How to create rapport with strangers.



	
Networking tips.

























7.5.3. A Framework for 90 Minutes or Longer







	
Organize the content for each objective so it fits into a 15- to 20-minute slot.



	
Add an interaction of anywhere from three to ten minutes. Debrief the interaction.



	
Repeat that content and interaction for each objective.






















7.6. Debrief Every Interaction to Capture Learning



































































7.7. Debrief with ORID















	
Obtain the data



	
Reflect on the data



	
Interpret the data and make meaning from the data.



	
Decide what to do.
















7.7.1. Obtain Objective Data







	
What did you notice?



	
What did you see and hear?



	
Are there facts, or data, or words, or events that stand out?



	
Is there anything else you noticed?





















7.7.2. Reflective Data is About How People Feel







	
What surprised you?



	
What did this remind you of?



	
Did you find something refreshing?



	
What challenged you?



	
What frustrated you?





























7.7.3. Interpretation and Meaning Cement Learning







	
What did you learn?



	
What insights did you gain?



	
What else do you want to explore?



	
Do you want to change something?



	
Are there underlying issues you want to address?



	
What does this mean for you or your team or your work?

















7.7.4. Decide What to Do











	
What one thing will you do next? (I use this when I’m delivering a public workshop of three hours or less.) Sometimes, I ask, “What one or two things will you do next?”



	
What is our next step?



	
What will we keep, change, remove?


















7.8. Now Try This to Integrate Activities











	
Choose a problem you want to invite the audience to participate in as an activity. Often, it’s one of the problems in your description. It might be even smaller than that specific problem. Choose one.



	
Create a “zeroth” design for that activity. A zeroth design is the first, and often smallest thing you can do, such as, “think of a time when…” as a solo activity in preparation for your presentation.



	
How can you integrate that activity into your presentation? I often iterate on the presentation design as I design activities.
















Chapter 8. Design the Visuals






















8.1. Visuals Support Your Ideas







	
You learn how to organize your thoughts for easy audience consumption and engagement.



	
Depending on the visual, the audience has a takeaway: either a copy of your visuals or a handout.







































Can You Use Only Images for Your Slides?























	
One idea per slide.



	
One image with some words per slide—only if the image supports that one idea.



	
Reasonable typography and colors.

























8.2. Create a Slide Theme to Support Your Content







	
The Title slide, which introduces your topic and you



	
All your Content slides



	
The Final slide, which often includes a CTA, Call to Action












8.2.1. Start With Your First and Last Slides







	
At the top of the slide, the actual title of the presentation and any subtitle. Use the same title that was in any promotional information, so people know they are in the correct place.



	
Your name and any electronic contact information, such as your website or social media, in the middle of the slide.



	
If you’re marketing a book, the book cover at the bottom of the slide.
















[image: Example Title Slide]
Figure 8.1. Example Title Slide














[image: Example of the Original Last Slide]
Figure 8.2. Example of the Original Last Slide


















[image: Example of the Updated Last Slide]
Figure 8.3. Example of the Updated Last Slide














[image: Example of Books Slide]
Figure 8.4. Example of Books Slide







8.2.2. When the Conference Does Not Allow Selling from the Stage



















	
Title your last slide with the words “Thank you.” Now, you and everyone else know you are done.



	
Add a line in the middle of your slide with your URL: “For more information, please see SuzySpeaker.com.” Check to make sure the conference will allow this. Most conferences will.



	
Sometimes, the conference allows a QR code instead of a list of links. Make sure that’s acceptable before you add anything other than your URL.













8.2.3. Use Readable Fonts











	
For the title, I use a sans serif font of size 112. If I also have a subtitle, I might make the bounding box larger, or make the subtitle a little smaller.



	
My contact information in the middle is also a sans serif font of size 54.



	
I make the book thumbnails a “reasonable” size so people can see them from far away if I’m in person.











What About Comic Sans As a Font?















	
Use a sans serif font as a headline, the title for your slide. Consider making the title at least 100 pt.



	
Continue with a sans serif font for any text on your slides. Consider making the text at least 48 pt.





















8.2.4. Use Masters for Your Content Slides



















	
Title on top, so I can add a large image or diagram below that title.



	
A title in the middle, so I can use a few words to make a point



	
Title on top, text on the left, and space for an image on the right.





















8.2.5. Create the Masters You Need


























[image: Example Agenda Slide]
Figure 8.5. Example Agenda Slide







	
Repeat the original agenda slide and gray out the numbers except for the section you’re currently in.



	
Number the section.

















8.2.6. Make Your Theme Readable
































































8.3. Choose Images to Support Your Words











	
Royalty-free stock photo images



	
Images I create with a drawing program. (I use OmniGraffle on my Mac.)



	
Images from a spreadsheet or other forms of data. I start with the spreadsheet and then copy that image into OmniGraffle so I can manipulate it the way that makes sense for me.







































Avoid Copying Images



























8.4. Animate With Care






























[image: Johanna’s Writing Process]
Figure 8.6. Johanna’s Writing Process







	
Slide 1 is the overall process. I show everything on that slide, exactly as in the figure above.



	
Slide 2 is the inner loop of “Plan,” Write without stopping,“ and Reflect. I create that slide by copying the first slide and masking the rest of the image with white shapes. (I can do that because my background is white.)



	
Slide 3 builds on slide 2 with the question about being done. Again, I mask all the other parts of the image.



	
Slide 4 adds the idea of cycle to clarify. I mask the rest of the image.



	
Slide 5 adds in the idea of Fieldstones and the Idea Bank. (Yes, that’s the last slide before I show the overall process again. I mask the rest of the image



	
Slide 6 is the overall process again.





























8.5. Beware of Too Many Ideas and Words











	
Too many ideas on one slide, where you actually need more slides to explain all the ideas.



	
Too many words on one slide because you need a different way to explain this specific idea.











Always Quote in Full















8.6. Consider This Checklist for Slides







	
Choose or create a theme with a high contrast between the background color and the text color. Remember, you don’t have to reinvent the wheel for a good theme—a white background and black text is an excellent idea.



	
Use slide masters so it’s easy for you to iterate on the information on each slide and the order of the slides.



	
Consider your typography, both the fonts and the various sizes. How will you make the slide readable from the back of the room? That’s why I recommend a slide title of at least 100 pt and a body size font of at least 48 pt. If you then choose a serif font, increase the font size for better readability.



	
Check that each slide has one and only one coherent idea. You might need several slides to “finish” explaining one specific idea. But make each slide focus on one piece of that specific idea.

















8.7. Now Try This to Design Your Visuals







	
Check that you have master slides for all the slide types in your presentation. That will allow you to experiment with what you put on each slide and how you organize your slides.



	
Verify that you have an easy-to-read font both for the title and the text on each slide. I recommend a sans serif font, but that’s my preference.



	
Check that the background and the text are high contrast. While you might not like a white background with black text, make sure you’re not using gray or some other color that does not have high contrast.



	
Decide what you want as a footer. I use the slide number and my copyright, but you might choose something else.
















Chapter 9. Practice Your Delivery






























9.1. Practice the Presentation Content















	
Speak out loud at the same pace that you plan to speak, using your visuals, regardless of what those visuals are. I wish I could say that speaking to myself in my head was sufficient. It’s not for me. I always learn more when I say the words out loud.



	
Tell all the stories you plan to include.



	
Practice moving from visual to visual. This is essential for animation, or any other movement, say from flip chart to presentation and back again. For virtual presentations, practice moving audience members from a main room to a different area and back again. Or from what you show, with a virtual flip chart and your presentation. If you choose to use animations, make sure they build correctly, so the audience can understand why you chose that animation.



	
Clarify how you will end your presentation.











Your Recorded Voice Sounds “Funny”


























9.1.1. Practice Your Opening and Stories



















	
Once upon a time, in a startup, far, far away …



	
Your team is not delivering—and it’s not their fault …



	
How do you achieve market fit for your product?

























	
Tom’s plain old vanilla approach to one-on-ones.



	
Mary’s variation of one-on-ones.



	
Susan’s agenda-less one-on-ones.

















9.1.2. Practice Moving the Visuals























9.1.3. Practice Ending the Presentation

















End With Respect and Empathy



























































9.1.4. Practice Short Presentations










































9.2. Consider How You Will Record



























9.3. Check Your Content First











	
Did you create a logical structure for your presentation? You don’t have to use my preferred structure, but the audience does need to follow your thinking.



	
Do you have enough clear stories that reinforce your logic? You might need just one story to use at the start and refer back to at the end. Or, you might want more stories. But the audience needs to understand the point of your stories and the value they add to the presentation.



	
Do you have a clear starting slide and a CTA for the last slide?

















9.4. Review How You Appear to Others































9.5. Examine Your Speaking Style






















9.5.1. Filler Words























9.5.2. Unfinished Thoughts











9.5.3. Nervous Affectations



































9.5.4. When You Want to Change Your Speaking Style




























9.6. When You Say the Wrong Thing























































9.7. Practice Activities







	
Instructions for what you want people to do.



	
Timing for how to do that activity



	
Any organization, such as working alone, in pairs, triads, or small groups.

























9.8. Create Checklists


























[image: Example In-Person Electronics Checklist]
Figure 9.1. Example In-Person Electronics Checklist






[image: Example In-Person Physical Materials Checklist]
Figure 9.2. Example In-Person Physical Materials Checklist


[image: Example In-Person Marketing Checklist]
Figure 9.3. Example In-Person Marketing Checklist






[image: Example Virtual Checklist]
Figure 9.4. Example Virtual Checklist







9.9. Now Try This to Practice Your Delivery











	
Decide how you will record, both audio and video, so you can review how you look and what you say.



	
Review your recording. How well did you move between the various areas of your presentation? Does the logic make sense to you as you practiced?



	
As you listen to your words, ask yourself these questions to see if you want to change anything about how you speak:









	
Are you speaking slowly enough? Clearly enough?



	
Are you varying your pitch and pacing?



	
Are you relying on filler words or nervous affectations to speed through your presentation?









	
Create checklists so you are ready for the live presentation, regardless of whether you are in person or virtual.
















Chapter 10. Stay Present As You Speak










10.1. Prepare Physically










10.1.1. Food Cautions



















































10.1.2. Warm Up Your Voice















	
Fill a cup of water about one-third full.



	
Get a straw.



	
Round your lips to create a good seal around the straw, hold the straw above the bottom of the cup, and gently blow bubbles. I sometimes hum while I do that, as a way to warm up even more.





















10.1.3. Be Physically Ready





What Should You Wear?



































10.1.4. Plan to Take Time to Breathe
















10.2. Arrive Early Enough









Use the Microphone































	
The “what” question is: What made them consider coming to this presentation?



	
The “so what” question is: What do they hope they will learn from this presentation? If you realize you are not going to address their concerns, say so. I also say, “I’d love it if you stay, but I totally understand if you decide to go to another session.”



	
The “now what” question is: What will you do once you learn that? This question helps the speaker stay present and focused. Speakers can give these people what they want—if we know what they want.

































10.3. Manage Your Energy As You Speak



































10.4. Make Eye Contact With Key People in the Audience









































What About Black Boxes On a Virtual Presentation?



















10.5. Adapt to the Moment











	
The meeting tool is different from what I’m used to, so once, I did not realize the meeting participants could not see my slides.



	
The meeting host could not record the meeting.



	
People didn’t mute their audio, and we could hear everything, including children, a barking dog, and a flushing toilet.

























































10.6. Answer Questions























	
If an audience member raises an issue you are just about to answer.



	
When people want to hijack your presentation to add their ideas.



	
This is a new question for you, so you need to think before you answer.



	
When you do not want to answer that question for any reason at all.












10.6.1. The Imminent Issue















10.6.2. Hijack Your Presentation































10.6.3. New Question for You















	
“That’s a great question. I need to think for a couple of minutes about this. Let me continue with the other questions and return to this at the end.” That allows your subconscious to noodle over the question.



	
“That’s a great question. I need some more information before I can answer it. Can you give me a little context?” If a question surprises you, you probably need more context. Get that context and then answer the question.



	
“What a great question! I had not considered that aspect. I need to think a little before I answer you.” This allows you to decide what to say next.

























10.6.4. When You Do Not Want to Answer




















































10.7. Remember to End Strong



















10.8. Now Try This to Stay Present







	
What do you need to eat to be energetic and enthusiastic? If you’re physically at a conference, what do you need to do to get that food? How else do you need to physically prepare for your presentation?



	
How do you want to answer questions? If you have a host, either for your in-person or virtual presentation, let them know before you start.



	
If you have not yet practiced ending your presentation, make sure you practice it now, so you can end strong and well.
















Chapter 11. Reframe Your Fear to Excitement






































11.1. Identify the Cause(s) of Your Fear or Nerves











	
How to decide what to speak about.



	
How to design a useful and engaging presentation.



	
How to practice presenting that presentation so you are ready to speak in person.



	
The actual presentation. Even if you follow the tips in Chapter 10: Stay Present As You Speak, you might feel butterflies in your stomach or tightness in your chest.





















11.2. Channel Your Excitement to Success







	
Your audience wants you to succeed.



	
Empathize with your audience.



	
Retain your power, especially if you have a jerk in your audience.












11.2.1. Your Audience Wants You To Succeed











	
They have the problems your expertise can solve. Or, they’re interested in you and what you have to say. That’s especially true for fiction writers. (That’s because most people are in awe of anyone who writes any book, never mind more than one book, which fiction writers tend to do.)



	
While they do need to understand your context, they want to hear your successes and failures in ways that allow them to relate to and then use your experiences.



	
They want your enthusiasm to shine through, so they can take inspiration from you.





























11.2.2. Empathy is a Two-Way Street



































11.2.3. Retain Your Power































	
When people don’t believe me, and they’ve asked questions two or three times, I say, “It’s okay if you don’t believe my experience which is the source of this data. I will be happy to have a private conversation with you afterward. But the rest of the people here want to hear the rest of what I have to say.”



	
When people take calls while I’m speaking, I say, “Please take your conversations outside so the people here can hear what I’m saying.”



	
When people whisper loudly, I first say, “Please stop any extra conversations.” If the whisperer persists, I say, “Are you trying to catch up to what I already said?” If they nod, I say, “I can speak with you afterward, privately. Now, please allow me to continue so everyone else can hear what I have to say.”


































11.3. Examine How You Feel About This Audience















































	
Consider taking a contrarian view of the topic to intrigue a wider variety of people.



	
Add more stories and examples to bolster fewer arguments. That helps people see your context.



	
Consider adding interactions so you don’t have to do all the talking. That will allow you to take sips of water and stay present as you speak. In person, you can also walk around the room and eavesdrop on the conversations.












11.3.1. Consider Intriguing Your Audience











































11.3.2. Offer More Stories or Examples























11.3.3. Consider Interactions with Less-Than-Ideal Audiences
































11.4. Podcasts Sell Books and Consulting











































11.5. Become a Great Podcast Guest











	
Bring your enthusiasm for your topic.



	
Consider offering your host a list of five to ten questions that will allow that host to generate a conversation and still help you sell your book or services.



	
Make sure your equipment is sufficient, so you sound professional.





















	
What made you decide to write this book? (This works for fiction and nonfiction writers alike. Yes, it’s totally fine if you say, “I couldn’t not write this book.” Then, the host can ask why.)



	
What’s unique about your book (for writers) or your service (for consultants)? Fiction writers can explain more about their book. Nonfiction writers can explain how their book solves which kinds of problems. Consultants can describe what’s different about their perspectives on which problems.



	
Who would get the most out of this book or service? (Describe your various ideal readers and audiences.)



	
How will people benefit from this book or your service? (Describe the vision of the future.)





















11.6. Review the Risks You Fear







	
What’s the worst thing that could happen? Then, write down at least three ideas to manage those risks.



	
What’s the best thing that could happen? What three things can I consider to make that best thing occur?



	
Does it really matter what other people think, as long as I have adequately prepared to deliver value?

















	
Think of three times in the last couple of years that you managed the worst thing you thought happened. Those three times don’t have to be while speaking. Any other occurrence in your life or work is fine. You need three examples where you somehow managed that “worst” thing and survived.



	
Think of three times in the last couple of years that you saw the best thing happen. What did you do to cause that best thing? How did you take advantage of it once you recognized it?



	
Think of three times when you really did not care—at all—what other people thought of you. You don’t have to be courageous, although I suspect you were. Instead, you felt the situation required more of you or a different you.

















11.7. Speakers Make Mistakes and Live























11.8. Now Try This to Reframe Your Fear











	
Start with logic and work through the three risk questions and answers from Section 11.6: Review the Risks You Fear. Those questions are:




	
What’s the worst thing that could happen?



	
What’s the best thing that could happen?



	
Does it really matter what other people think, as long as I have adequately prepared to deliver value?








	
Write down the stories in the next set of questions to prove to yourself you have addressed the worst thing, the best thing, and how you have delivered value in the past.




	
How have you managed that “worst” thing in the past?



	
How have you managed to take advantage of the “best” thing that has happened?



	
How have you acted when you did not care what other people thought of you?








	
Consider how you will—or will not—react if you realize you have jerks in your presentation.
















Chapter 12. Start Your Speaking Journey














12.1. Start Public Speaking with Internal Presentations











	
Start with the presentations that offer you the least value as an attendee or participant. Volunteer to change them. Then, you can integrate stories into those terrible presentations.



	
Offer a brief presentation about what you know that you think other people should know. This might be at a team meeting or other team learning experience. While I’m a fan of specific learning times that do not include lunch, some organizations offer lunch-and-learns as a weekly or biweekly time to learn as a team.



	
Say, “Yes,” when someone asks you to deliver a presentation to more senior people in the organization.












12.1.1. Organize with What, So What, Now What







	
What: The “what” question clarifies what brought these people here, to this presentation. Often, this is a problem. The more you understand what brings people here, the more effective you can make this presentation. This is essential if you’re delivering a status report of some sort, because no one wants to be here. Bring measurable data and stories to explain the current state.



	
So What: Clarify any problems or risks that prompted this meeting. Who does the problem affect? How does that impact these people in this audience?



	
Now What: How can you support this audience in their decision-making after your presentation?





































12.1.2. Volunteer to Teach Something to Your Peers








































12.2. Attend Local Meetups to See Other Speakers










12.2.1. Experience This Group’s Rhythms























12.2.2. Mine Your Experiences for Conference Presentations




























12.3. Start Speaking for Free



































12.4. When to Charge a Speaking Fee











	
If I have to travel past a reasonable amount of driving distance. You get to decide what reasonable is. For years, I would drive up to 60 miles without compensation. Now, with the pervasiveness of virtual meeting capabilities, I don’t want to travel even 20 miles. As always, you get to decide because your mileage—personal and vehicle—will vary.



	
If the conference charges a significant amount for registration. For example, I often speak at conferences where the registration fee starts at $1200 or more. (Often, much more.) Those conference organizers make money from their conferences. That’s terrific—and I expect to share a little in their profit.



	
If I offer a workshop of more than an hour in duration. While I do add interactions in my shorter presentations, offering a public workshop takes more time to prepare. That’s because I can’t depend on each audience member starting with the same context. I need to set the context so I don’t lose people in this workshop. It’s a lot more work for me, both in preparation and at the time I deliver the workshop.



	
If the organizers work for a for-profit organization.



	
If the organizers work for a non-profit that pays their senior leadership salaries.



























































12.5. Avoid these Paid Speaking Traps















	
You will gain a lot of exposure.



	
You’re supposed to pay for the interview—which is actually an infomercial.



	
We never pay speakers.



	
We can’t afford you.












12.5.1. Trap: Exposure Is Rarely Enough Compensation































12.5.2. Trap: You Pay for the Infomercial



























12.5.3. Trap: We Never Pay Speakers



















































	
You can speak virtually and avoid all travel.



	
They will record the presentation and give you a copy. In addition, you can post that video on your site and/or on your video channel.



	
Ask for the emails of everyone at the talk or in this part of the organization. Then, you can ask to connect with people on specific social media and/or join your email list. (I would only ask people to join my email list, but that’s me.)

















12.5.4. Trap: We Can’t Afford You



































	
Ask to speak with the real economic buyer. Only the economic buyer can say “Yes” to a speaking or consulting engagement.



	
Offer more value in exchange for your speaking fee. Since I’m a consultant, I often suggest that I have dinner with managers or a team before my talk. Then, I can use the informal conversation at dinner to integrate their stories into my talk the next day.



	
Consider offering a workshop in addition to a talk. Sometimes, the people who ask a speaker to speak for an insufficient amount do not realize that you might offer more value. If they asked you to be on a panel or give a talk, consider offering a workshop in addition. You don’t incur any more travel expenses, and you might receive significant value from an additional presentation.


















12.6. Clarify the Value You Will Receive from Speaking



















































12.7. Now Try This to Start Your Speaking Career











	
How often do you want to speak? Quarterly, as in four times a year? Bimonthly, as in six times a year? Monthly, as in twelve times? Maybe you’re more like me, and the answer is “as often as I can.” Write down your answer and commit to finding at least those options for speaking. If you’re new to speaking, commit to six presentations this year and see what you can do to achieve that.



	
Now that you’ve finished this book, how do you feel about speaking? You might be anticipatory, excited, or not sure. If you are still afraid, develop a short presentation of ten to fifteen minutes and deliver it to your friends as practice. See what they think.



	
If you’re already paying for promotion, commit to trying at least one presentation so you can use content marketing to show your value and expertise.
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Thinking Books and Videos















Presentation Books























Activities and Debriefs Books























Videos and Podcasts That Tell Stories















































Limited Discussion of Tools for Audio and Video















































	
Is your camera at the top of your screen, so you can look at your slides and the meeting, and still look as if you’re looking up?



	
What is the focal point for your camera? Can you set that point so your head takes up most of the screen, not your background? On a recording, your head should take up about two-thirds of the screen. Your background takes up the remaining space.



	
Does your microphone have noise-cancellation, so people only hear you, not your background noise?

















Research About Stories



















More Relevant Books and Resources
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Practical Ways to Manage Yourself: Modern Management Made Easy, Book 1



	
Practical Ways to Lead and Serve—Manage—Others: Modern Management Made Easy, Book 2



	
Practical Ways to Lead an Innovative Organization: Modern Management Made Easy, Book 3



	
Behind Closed Doors: Secrets of Great Management
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Project Lifecycles: How to Reduce Risks, Release Successful Products, and Increase Agility



	
From Chaos to Successful Distributed Agile Teams: Collaborate to Deliver



	
Create Your Successful Agile Project: Collaborate, Measure, Estimate, Deliver



	
Manage Your Project Portfolio: Increase Your Capacity and Finish More Projects, 2nd ed



	
Agile and Lean Program Management: Scaling Collaboration Across the Organization



	
Diving for Hidden Treasures: Uncovering the Cost of Delay in Your Project Portfolio



	
Predicting the Unpredictable: Pragmatic Approaches to Estimating Project Cost or Schedule



	
Project Portfolio Tips: Twelve Ideas for Focusing on the Work You Need to Start & Finish



	
Manage It!: Your Guide to Modern, Pragmatic Project Management













	
Successful Independent Consulting: Relationships That Focus on Mutual Benefit



	
Free Your Inner Nonfiction Writer: Educate, Influence, and Entertain Your Readers
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LinkedIn: https://www.linkedin.com/in/johannarothman
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